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Predictor variable 
Preference 

judgments 

models 

tests 
Price 

advertisements 

consciousness 

dependency 

of petrol 

/quality relationship 

research 
‘Printers’ Ink’ 
Prior participation 
Probability of choice 
Problem 

analysis 

generation 
Product 

attribute beliefs 
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concepts 

design optimisation 

evolution cycle (PEC) 

growth theory 

image 

involvement 
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perception 
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Production markets 
Programme quality 
Propensity to consume 
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Psychographic scales 
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Questionnaire 4110 
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validity 4110 
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advertising 4200 
controlled electronic paging devices 4197 
Random 
digit dialling 4212 
error 4114 
Randomised response techniques 4129 
Rating data 4112 
RBL mini van 4244 
Readability levels 4201 
Readership 4182 
Reading habits 4156 
Recall 
of advertising 4179 
procedure 4200 
Record products 4227 
Refrigerator 4163 
Refusals 4106 
Refusers 4106 
Regional newspapers 4203 
Regression fitting 4135 
Relevance 4109 
Repeat 
buying behaviour 4151 
purchase 4244 
Repetition 4188 
Research 
designs 4236 
Institute of Social Change 4167 
Residential energy conservation tax credit 4220 
Respondent 
anonymity 4104 
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Response 4110 
accuracy 4110 
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Rosch's theory of human categorisation 4137 
Rural income maintenance experiment 4196 


Safety appeals 4205 
Sagacity 4163 
Sales-advertising relationship 4180 
Sample size 4105, 4119, 4123, 4131 
Sampling 4100 
Scale points 4173 
Scaling 4187 
Science, attitudes to 4224 
Segmentation 4127, 41456, 4218, 4222 
Self 
concepts 4135 
employed people 4174 
perception 4136, 4139 
persuasion 4139 
reported measures of behaviour 4143 
reported voting measures 4113 
Semantic 
categorisation technique 4137 
differential measures 4144 
differential scale 4135 
distance 4137 
Sensitive 
classification 4164 
questions 4164 
Sensitivity analysis 4125 
Sex 
differences 4118 
of researchers 4118 
on TV 4194 
role stereotyping 4193 
typed communications 4118 
Shareholder research 4229 
Shopping 4165 
pehaviour 4171 
tasks 4168 
Similarity judgments 4135 
Simplifier segment 4161 
Simulated supermarket tests 4244 
Situational segmentation 4127 
Sneakers 4159 
Snowball interviewing technique 4174 
Social 
adaptation theory 4143 
change 4167 
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consciousness 4215 
grade data 4166 
influence studies 4118 
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trends 4167 
value groups 4167 
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economic classification 4166 





Subject Abstract No 


Solar 

energy 4161, 4242 

equipment 4209 

home heating 4242 
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Source of purchase 4165 
Sources of error 4114 
Spearman rank-order correlation coefficients 4153 
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Staff 

attitudes 4225 

study 4226 
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Starch scores 4202 
Statistical power 4123 
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Student 
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study 
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cost 
mode 
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Triangle taste tests 
Truck study 
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Under-reporting of events 
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